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BACKGROUND OF THE INVENTION 
Field of the Invention 

The present invention relates to a system and method for referencing consumer 
preference data and merchandise and service "popularity" according to human physical 
and emotional characteristics, traits and personal preferences. In essence an animate, or 
"HUMAN" cataloging and method/system for researching and locating purchasable items 
and preference data, rather than an inanimate one. This system and method would 
preferably be Internet based, presented as a special Internet address and destination, 
comprising a "search engine," or searching means based on "searcher" or Internet user 
supplied human trait and preference data parameters. 



Description of the Related Art 

Current "e commerce" or computer based electronically transacted business 
options, and related inventions thereof, are limited in scope typically with regard to the 
indexing and cataloging of merchandise and services. Further, "search engines" familiar 
5 to Internet users, are limited often to search results based on correlation between words or 
phrases submitted by the user, relative to those assigned to Internet accessible sites and 
data banks. 

In a society of individuals who make many decisions based on dynamics of 
personal competition and success, and interpersonal comparison, the need for a searching 

10 means to reference information based on traits and preferences of other individuals, and 
groups of individuals, would clearly be valuable and of interest to many. The most 
compelling lure of entertainment and advertising, is information about other individuals 
that might be considered "private" or personal, whether they be celebrities or not. 
Television programs and advertising that is "revealing," especially those focused to the 

15 negative feelings and occurrences of others, are remarkably successful: "Rubber- 
necking" on a highway also demonstrates the public's often macabre fascination with the 
plight or misfortune of others. The same can be said with the public's fascination with 
the success of others, mostly relative to their own circumstances and personal esteem. 

The means to search personal preference and "feelings" data of actual individuals, 

20 would allow the Internet user new options in discovering the behavioral and purchasing 
preferences of individuals similar to themselves, or similar to a person or "type" of 
person relevant to the user: Those of romantic interest to an internet user/searcher, and 
those who the Internet user may be competitive with, are two examples of searching 
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parameter bases that may be relevant to a particular individual searching via such newly 
available means. Further, peripheral areas of interest may be discovered by users as they 
discover selected personal data about their designated "types" of people- leading Internet 
searchers to revelations steered by the options displayed by such a system and searching 
means. 

For Internet advertising, the relevance of being able to target user determined and 
defined micro-demographics is invaluable. A searcher who has defined their own 
dynamics demographically, in order to accomplish their search, could receive selected 
advertisements in editorially prepared formats, to maintain the highest degree of personal 
relevance and potential interest, unlike the generally poorly focused myriad of 
solicitations broadcast to millions of Internet users and mail box holders. 

To date, all demographic specific devises on the Internet are geared to "sampling" 
and looking at the Internet users from the data-seekers' vantage point. The present 
invention addresses the interest and need of the Internet user to personally discover 
discreet demographic preference and behavioral data relative to their own personal 
objectives and interests: An active demographic specific vehicle from the consumers' 
point of view, instead of a passive one where their activity and data is sampled and they 
are categorized and solicited according to the interpretation and interests of unseen 
others- typically larger Internet based firms and advertisers. 

SUMMARY OF THE INVENTION 

The present invention relates to a system and method for referencing consumer 
preference data and merchandise and service "popularity" according to human physical 
and emotional characteristics, traits and personal preferences. In essence an animate, or 
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"HUMAN" cataloging and method/system for researching and locating purchasable items 
and preference data, rather than an inanimate one. This system and method would 
preferably be Internet based, presented as a special Internet address and destination, 
comprising a "search engine," or searching means based on "searcher" of Internet user 
5 supplied human trait and preference data parameters. 

The present invention provides options for "users" or "searchers/' (those using the 
database,) to reference and compare other personal traits and feedback from "members" 
(those having supplied the core data to the database,) allowing the database to serve as a 
source of information for decision-making and correlation related to matters beyond the 
10 purchase of products and services: In essence, a "people" based Internet SEARCH 

ENGINE rather than a "things," brand category or typical word-correlating search engine. 
I vj In placing the control in the hands of the Internet searcher, the intrigue and 

j : . interest in the options provided by the search engine grows. The very demographic 

P 

W specific information that advertisers seek, is the same sort of information that individuals 

15 wish to know about each other. 

I: si 

^ Further, the present invention in providing such discreet targeting research means 

for Internet users, Internet advertisers are reciprocally empowered with new consumer 
targeting means, based on remarkably discreet demographic groupings based on 
consumer determined parameters. In building such a special database and search engine, 
20 advertisers are further advantaged editorially, as database information relevant to their 
brand or industry can form the basis of "search relevant" factoids, which are in fact paid 
flash advertisements relayed when the factoid information is deemed relevant to the 
searchers' information quest. 
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Accordingly, a system and method for accessing actual human personal 
preference and opinion data, whose unique demographic parameters are defined by an 
individual Internet user is provided. The system includes a computer linked to a 
specialized database which allows individual Internet users to supply and access human 
5 personal preference data according to trait and preference variable data input to the 
system. 

The system contains a data correlating program which provides data sorting 
parameters that are defined by selected degrees of human trait and preference variables. 
Further, data pertaining to any one of these trait and preference variables may be assigned 

10 special program value, should special importance of the selected data be indicated by 
those who access the database. Variables not provided by the system to the Internet user 
are preferably provided by the user as keyed-in, or otherwise subjectively supplied data 
that may be included in data correlation and reports for that user. Users, or those 
accessing the database for customized data results from the overall database, may, in turn, 

15 supply information to the database, or build a data profile, should they indicate that the 
data they seek pertains to individuals similar to themselves. The data they seek and 
supply pertains to their personal traits and personal preferences, including feelings, 
opinions, issues and purchasing or commercial preferences. 

With the system and method of the present invention, users may refine their 

20 demographic of choice within a search, by way of system provided options deemed to be 
standard options provided to users at selected points within a search. Users may also 
refine their search by re-entering the demographic related trait and preference data, 
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preferably by re-accessing Internet site screens already accessed within the same search, 
for input of revised demographic parameter data. 

Further, the present system and method allows advertisers to target their 
information (products and services) with extreme specificity to users, as the users 
themselves are defining the areas of demographic interest. Advertisements may occur as 
editorial comments with Internet links, pertinent to data in the database specific to a 
products' or services' sampling results. These "factoids" may be calculated and relayed 
specifically to a single user who has met subjective system user relevance criteria to 
receive selected advertising data results. Further, focus group data, or consumer 
preference sampling may be accomplished with immediacy and unrivaled relevance, as 
only users and members of selected relevance to the data solicitation might be contacted. 
In other words, discreet trait and preference specific groups of individuals that would be 
virtually impossible to locate and sample with typical focus group approaches are able to 
be located by the present system and method. 

Some important aspects and benefits of the present invention, include that it provides: 

♦ A unique database of value to consumers, advertisers, brands and other 
organizations seeking extremely discreet and quick, specific and accurate 
consumer preference feedback. 

♦ A database which can be referenced with a virtually infinite number of 
demographic options, from broad to remarkably specific, with a large range of 
preference responses becoming available. And, with the preferable ability to 
modify micro-demographics being sampled based on user revisions of the 
search based on selected preferences and opinions. 
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• A searching innovation for consumers which will attract new Internet users to 
any "parent site" preferably housing databases based on the present invention. 

• The ability to cross- market, co-venture and/or couple with other brand's sites, 
other e-commerce sites and other internet properties in general, linking to and 
from by virtue of the unique revelations and options that the invention creates 
for both consumers and businesses. 

• New means for people to connect with the specific types of people that can 
assist or benefit them in their unique, personal and professional circumstances. 

Revenue potential of Internet based resources involving the technology of the present 
invention would likely be derived from options including: 

• LINKING from featured brands to brand sites or purchasing options. 

• FEES for brand inclusions in pull-down screen options (pull down screens 
provide "options.") 

• ADVERTISING: Banners and "factoids" for brands when certain areas of 
interest are explored (pop-up promos and information related to the selected 
traits and/or preference data.) 

• SALE OF SPECIFICALLY SOLICITED data, requested by clients via 
standard member data solicitation screens, or specific short-term "pop up" 
data prompt screens/menus. 

• Attraction of new users to a parent site and that site's services 

• The direct sale of selected items or revenue from linked sales or referrals. 

• SALE OF DATA that is more comprehensive and not searchable on the site 
by members. 
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• FEES charged for relaying names of SEARCHERS and/or MEMBERS who 
agree to have literature of mail forwarded from selected brands, or brands 
within selected categories. 

• FEES to members to use the service and to email each other and receive other 
site services reserved for members, potentially offset by meeting data- 
supplying or site usage thresholds. 

• FEES to brands to be "multi-listed" or programmed to appear when a 
MEMBER or SEARCHER references "suggestion" screens which may list 
brands to consider in supplying accurate preference data. 

• ADVERTISERS can send ad messages within the CLOSED email system 
with remarkable specificity, reaching their "dream" demographics and 
audience, with the same ease and focus that MEMEBERS do, with their own 
personal messages. 

BRIEF DESCRIPTION OF THE DRAWINGS 

For the purpose of illustrating the invention, there are shown in the drawings 
several forms which are presently preferred, it being understood, however, that the 
invention is not limited to the precise arrangements and instrumentalities shown. 

FIG. 1 is a block diagram illustrating the preferred sequence of interactive 
prompts, or Internet screens, presented to an Internet "searcher" or user, accessing the 
database of the present invention in search of specific preference and opinion data. 

FIG. 2 is a block diagram illustrating the preferred sequence of interactive 
prompts encountered by an Internet user who might be supplying data to the database of 
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the present invention, resulting in a specific data profile of that individual, in exchange 
for incentives. 

Figures 3 through 16 illustrate the preferred interactive, Internet screens 
encountered during a search utilizing the present system and method. 
5 FIG. 3 illustrates a preferred "sign in screen" related to an interacting Internet site 

based on the present invention. 

FIG. 4 illustrates a preferred Internet screen that would prompt a user to identify 
if data being sought might be related to themselves, allowing for the building of a profile 
of the searcher, based on the searcher's own search parameters and interaction. 
Q 10 FIG. 5 illustrates a preferred solicitation for data from a user searching the 

HAS, 

j;3 database, to sample the searchers toward completing database relevant profiles of them, 

1:8 

l f'\ perhaps in exchange for the useful data supplied to them during their search. 

FIG. 6 illustrates a preferred Internet screen prompting a user to provide trait- 
related data defining the demographic, or micro-demographic group of interest to that 
15 user for the search. The screen further prompts the user, selectively, to assign A, B or C 
importance to the traits they select, C being the highest degree of importance in this 
scenario. 

FIG. 7 illustrates a secondary Internet screen prompt, requesting more discreet 
data from a user for the searching parameters with regards to a selected demographic 
20 defining trait, in this instance, "demeanor." FIG. 7 further illustrates a FACTOID 
advertisement, or flash advertisement provided in a database and user search relevant 
format to maintain the highest degree of relevance for the user. Linking means are also 
provided in this example, to the site of the advertiser who has been featured in this 
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FACTOID deemed relevant enough to present to this Internet user, based on their 
feedback through the system to this point. 

FIG. 8 demonstrates interactive variables that may be provided to users in further 
defining the demographic, or micro-demographic of relevance to their searching needs. 
5 In this scenario, options including narrowing the sample group based on the user supplied 
trait variable parameters based on a selected number of database profiles (or people,) or a 
selected percentage of the total database deemed by system parameters to be most similar 
to the user-defined micro-demographic. Further, the option to further narrow the 
sampling based on secondary variables, such as those database profiles that include 

10 photos or visual data, is demonstrated. FIG. 8 further demonstrates a menu for selecting 
items available for redemption with points accrued from an incentive program designed 
to solicit data in to the database from users, in exchange for redeemable points, or the 
like. This demonstrates the promotion of the data accrual needs of the database, to grow 
and evolve it in to a more discreet and comprehensive Internet user and advertiser 

15 resource. 

FIG. 9 illustrates a preferred interactive Internet screen that would allow users to 
define the areas of opinion and/or preference information personally relevant to that user 
pertaining to the demographic group that user has already defined by providing trait 
and/or other demographic defining parameters. Fig 9 further demonstrates the continual 
20 options provided to users, such as redefining their demographic of interest, sending mail 
to their uniquely defined demographic among other Interactive options to maintain the 
user as the one controlling both the search parameters and the direction of the searching 
process. In FIG. 9, the user has selected "music" as an area of preference data interest. 
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FIG. 10 illustrates a FACTOID presented by the system to this particular user, 
based on a system determination that the user supplied data to this point in the search 
warranted this particular data FACTOID featuring this particular advertiser and link, to 
be relayed to this user. This FACTOID further demonstrates the preferred format and 
level of trivia and user-relevant interest that these unique advertising vehicles, tied to 
information from the database, may provide. 

FIG. 1 1 A illustrates a database correlation results report, detailing current music 
preferences of the user-defined demographic grouping of database profiles, i.e., people. 
This Internet screen report further provides interactive options to the user in defining the 
next stage of their search, including more discreet data related to the music results 
showcased, and the option of displaying a selected number of actual database "members," 
or users who have profiles within the database, who meet selected similarity criteria to 
the users' selected trait and preference parameters. 

FIG. 1 IB illustrates a selected "focus group" study prompt, provided to this 
particular user, the user having met requirements to be considered relevant to the focus 
group data gathering needs. Naturally, this service and function of the present invention 
is a revenue aspect, allowing advertisers and brands to derive incredibly discreet 
demographic specific feedback virtually immediately, by way of services based on the 
present invention. 

FIG, 12 illustrates a scenario wherein the top ten database members, or individual 
with both profiles and photo data within the database, are displayed. "Top ten" being 
defined by members meeting trait and preference criteria supplied by the user in their 
search, FIG. 12 further illustrates a FACTOID advertisement that appears when the user 
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selects a member from the ten, who has a profile that allows selectively relevant database 
information to be featured that is relevant to the user now, because the user has shown 
interest in a specific database member, or profile, wherein the particular preference 
featured in the factoid is an aspect of that member's feedback and profile. The further 
option of reviewing information related to an entirely new demographic sampling, in this 
instance "people like Pete " opens the option of selectively relevant data being relayed to 
the user having the impact of redefining the areas of search and preference curiosity for 
the user. 

FIG. 13 illustrates a detailing of opinion and preference data the individual 
member, or selected profile, contains. On selecting a new area of preference interest, 
"cars," prompted from the list of available data related to the selected member profile, in 
this scenario the user receives the option of reviewing data from the users ORIGINALLY 
defined demographic group in relation to the NEWLY selected preference/opinion venue. 

FIG. 14 details subsequent, more detailed "long form," or keyed-in feedback 
within an individual database member profile that a user may access. FIG. 14 further 
demonstrates a user selecting the system supplied prompt of reviewing the selected 
preference in relation to the originally defined demographic. This aspect is an illustration 
of the preferred effect of user pro-activity and advertiser friendly system prompts to 
users, creating an illusion of control for users over a search that is steered by the system 
toward areas of revenue for the system and applications of the present invention, 
however subtle and covert to not destroy the editorial integrity of the search relevance to 
a user. 
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FIG. 15 illustrates selected results in the selected preference area, "cars," related 
to the user's originally defined demographic group of interest. Linking means to selected 
advertisers who appear within the overall list of preference results is demonstrated as 
well, providing added value to those brands over those who were listed but were not 
advertisers, for example. 

FIG. 16 details further system supplied prompted options for a user to refine their 
demographic of interest, and feedback venues or preference areas related to the groups 
selected and correlated. These options further demonstrate a balance between "editorial" 
and "advertising," as options are provided to expand the proactive searching means for 
the user, though the options provided may serve discreet and specific areas of interest for 
the system to "guide" a user, or users, for revenue purposes, 

FIG. 17 demonstrates a simple correlation between and user's trait-based 
searching parameters in defining a demographic, and the applicable data within a 
member's profile, in determining relevance of this particular member to the search. 

DETAILED DESCRIPTION OF EMBODIMENTS OF THE INVENTION 

Please note that in the foregoing description, the term "database", when described 
as performing a function or correlation, includes computing means which manage the 
database. The computing means includes a database and a database management system 
which receives, sorts, compiles and stores the individual personal trait and preference 
data in the database into searchable records. 

The system and method of the present invention provides the individual Internet 
user and searcher, ("user") the option of entering or identifying variables, including 
human traits, and other variables/aspects familiar to the "human condition," in searching 
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for information of personal relevance. For instance, an Internet "shopper" might have 
curiosity about particular preferences or shopping data of other " single women, gay, 18 to 
24 years of age, "active" in demeanor, who is a DEMOCRAT politically, earning over 
$100,000 per year and who has a very "optimistic" outlook or attitude ." This inquiry 
would be entered by way of a series of keyed in or "site provided" variable options (for 
example, by a pull-down menu such as that shown in FIG. 6), selectively input by the 
shopper or user and then referenced against the available database of "MEMBERS," or 
people who have willingly and directly supplied personal preference data and screen 
names to the database in exchange for incentives, or in exchange for data they sought 
from the system (FIG. 2). 

The intent of the Internet visitor may be determined when initiating interaction 
with sites based on the present invention (FIG. 3). On "signing in," those searching for 
data, and those strictly supplying a data profile to the database for direct incentives, may 
be discerned. 

Variable options not provided to the user pre-set, as in via "pull down screens," 
could selectively be keyed-in by the user for selective inclusion in the "search" should 
this keyed-in, or otherwise supplied data variable be understood and usable by the 
database searching and correlation means. This "manually input" word or phrase 
recognition option would allow for ever-more discreet searches, allowing for correlation 
and similarity with members within the database to become very specific. Perhaps more 
importantly, when those users who are searching the database for personally relevant, 
human interest information about a specific type of person (though they may not be using 
the database to shop or purchase), may be presented during the search with a myriad of 
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advertising and purchasing options relevant to that user's search and demographic(s) of 
interest, thereby providing commercial value to those SEARCHERS/database-users who 
are not directly "shopping". 

Users may refine their demographic of choice within a search, by way of system 
provided options deemed to be standard options to provide to users at selected points 
within a search (FIG. 16.) Users may also refine their search by re-entering the 
demographic related trait and preference data, (FIG. 6,) preferably by re-accessing 
Internet site screens already accessed within the same search, for input of revised 
demographic parameter data. 

A computer and program (FIG. 17) capable of correlating values of trait and 
preference parameters would accommodate selectively frequent revisions of the selected 
group of database members relevant to a user at any particular point of their search: 
Revelations about selected opinions or preferences might lead a user to revise a search 
based on new interest in individuals who share that preference or aspect, (FIG. 12.). The 
database members included within a demographic may also be affected by other user- 
selected options, such as those affecting the scope of the group sampled, (FIG. 8.) 
Values assigned to the provided trait options used to "define" the initial demographic 
whose preferences are of interest to a user, might be affected by a variable degree of 
importance as selected trait might have to a user (FIG 6.) For example, if weight is a 
critical aspect of the sampling, the user might select the highest importance option from 
several provided, giving this data more weight in the computer correlation of this variable 
in selecting a sampling from the database to analyze and relay to this particular user, as 
Internet transmitted data. A multitude of variables that a user might selectively include in 



{00499513.1} 



a search, would mean that correlating means would include predetermined, subjective 
thresholds of correlation relevance for "members/' (those who have data profiles within 
the database,) to be included in any sampling relayed to a user that reflects a group 
determined to be selectively similar to the user's demographic request. These 
predeterminations would be made by those who construct any application of the present 
invention, for instance, a group that might employ the present system or method in 
creating a TEEN Internet site, which allows young people to search data of teens based 
on combinations of traits defining a range of teens deemed to be of special interest to the 
user. 

Incentives could clearly be provided to members (FIG. 2) to encourage the growth 
of the core database, such as direct rewards in cash or gifts, or the potential of incentive 
options. Incentives could be made available specifically to the user as well for "offering 
back" preference data, (FIG. 8) to be incorporated in to the database of the site related to 
the present invention- growing the database as it is used. Rewards need not be limited to 
these aspects though. In collecting specific personal, trait, preference and merchandise 
data from selected users, ever more data cataloged and recallable by users according to 
the traits of people and not things, may be compiled. Preferably, every user might 
become a member, and could be encouraged to do so (FIG. 5.) 

Objectives of the present invention are to provide new, discreet personal 
comparison means, and to provide new sources of purchasing/consumer information, by 
providing a forum for users to "relate" and identify with other specific types of people 
and consumers. Commercially, the present invention provides a "personal shopper 5 ' 
which is preferably unique to every user, as the personal shopper is a single, unique 
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member of the site, or site-presented conglomeration of members fitting profiles deemed 
related to a user's data input and search parameters. Further, advertising may be targeted 
with relevance to both users/searchers, and advertisers (FIGURES 7 and 10.) 

In being able to reference human trait and personality variables, people who the 
user/shopper may want to emulate, or not emulate, may be referenced for instance; 
people similar to the user may also be sampled, allowing individuals to compare learn 
and compare to those who may share their circumstances (FIG. 4.) This allows for 
unique learning about the things, places and purchasable items they have, would want 
and prefer. Further, searching for understanding of individuals whose preferences may be 
foreign to the user, such as a young woman searching for a gift for an older man, is 
facilitated by the present invention. Further, important personal decisions may become 
better informed by the "pull down screen" and long form (written) feedback (FIG. 14) 
from people who best relate to a user's circumstances, issues and "type" of person 
designated, from the overall database "membership." 

Advertisers may target their information with extreme specificity to users, as the 
users themselves are defining the areas of demographic interest. Advertisements may 
occur as editorial comments, pertinent to data in the database specific to a products' or 
services' sampling results. These "factoids" may be calculated and relayed specifically 
to a single user who has met subjective system user relevance criteria to receive selected 
advertising data results. 

Further, focus group data, or consumer preference sampling may be accomplished 
with immediacy and unrivaled relevance, as only users and members of selected 
relevance to the data solicitation might be contacted (FIG. 1 1.5.) Accordingly, discreet 
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trait and preference specific groups of individuals that would be virtually impossible to 
locate and sample with typical focus group approaches are capable of being located and 
sampled with the present system. For example, a movie company might give a "bio" of a 
new film, and submit a question that the system would relay only to users who are 
5 women between 18 and 24 who show a particular interest in fashion and beauty, the 
question being: "Which of the following actresses would be most likely to get you in to 
the theatre, should they play this role in this movie?" A write in option could naturally 
also be provided, for unsupplied response options. The result being, firms in every 
industry can solicit focus group information from remarkably targeted, and immediately 
$i 3 10 accessible consumers. 

|f The present invention provides a new level of Internet options and service, based 

in 

: ; j more on a "thinking" model than a "factual" model, where absolutes are not what is 

I sought by users but information found between who the user is (or the "type" of person 

Q 

y they are shopping or researching about,) and who those profiled in the database are, and 

15 what and how they choose in the context of how they feel, look and behave. This 

H invention is a "human search engine" of the Internet, and a database that allows the user, 

or SEARCHER, to search human preferences and feedback, based on human traits and 
parameter options. Further, this invention provides the internet user the proactive control 
over sampling, instead of the familiar approach of the Internet world to passively sample 
20 Internet users based on their general activity on the web, such as what sites they visit 
frequently, etc. This is a slow and inefficient means to learn from users who are able to 
proactively provide discreet data about themselves, by seeking discreet data for their 
personal needs and reference. This is the function of the present invention. 
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In a preferred configuration, the "micro-demographic" of the USER or searcher, 
is first determined through a trait-based selection process, (FIG. 6) wherein selected 
definitive and variable traits are selected and ranked by the user by relevance and 
importance to that user's search. The scope of the database similar to the parameters 
might be user defined then, based on system-supplied options (FIG. 8.) Secondarily, the 
"preference" options of interest to that user (FIG 9) are provided, to allow for very 
discreet areas of feedback to be compared about and within the users identified "trait 
based micro-demographic" of interest. In navigating a user's selected group's, or 
demographics, preferences and feedback, options for continual "refinement" of the 
demographic being searched aire selectively provided to "tailor" the group being studied 
to user priorities as they may change during a single search. 

Typical shopping means on the Internet currently include searches by product or 
service type, searches by brand name, and personal shopper assistance from a "helper" 
that is not necessarily defined by the user, unlike the present invention. By sharing 
preferences, opinions and personal observations about self and others in the context of 
purchasable items and general human interest information, a venue not only for newly 
informed purchasing is created, but a forum for support, gift ideas, self- improvement and 
broader awareness of others among other results is also created. For instance, an 
overweight person embodying certain specific insecurities and physical circumstances, 
might find new ideas of what to wear to address appearance concerns by referencing 
people with similar circumstances, and their recommendations, observations and 
preferences. 
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That same person might learn how other similar "overweight people" deal with 
people who react negatively to "overweight" people; or how "thin" people feel about 
their own appearances, and the appearances of people the consider to be "overweight." 
Further, a new business woman with specific physical and emotional traits, unsure of 
5 what to wear on the job might find her best recommendations from business women 
whose feedback and selections educate her to ways to advantage her in the new 
circumstance, from those who have already experienced it. And, a young woman 
wondering whether to date a certain man can reference personal feedback from both 
women like herself and men she deems to be similar to her potential date, for broader 

P 

Q 10 awareness of both perspectives in decision making; whether data is product and service 

t:s 

j;f related, or simply selected personal and emotional feedback. 

Y'l Perhaps more importantly, that person may have entered in to a search with 

j : fl 

l" "weight issues" on their mind initially, and ended up focusing on people who share a 

I j common travel interest, as an exciting range of featured preferences and opinions of 

j:l 

15 members, or profiles, may be revelations that steer a user in to new areas of interest, 

p 

H increasing commercial versatility and reach of the invention for advertisers. 

A vital aspect of the invention is the fact that the "MEMBERS" or those people 
who have belong to the database of the present invention, having willingly, directly and 
proactively supplied data about themselves to the database. By prompting SEARCHERS 
20 to "join," discreetly or with incentives, or with the requirement to answer selected 

relevant questions in order to further use the database, or to go to a deeper level in the 
database (such as to review long form, written feedback from members,) the database of 
the present invention can be virtually "self feeding" for information. Further, as the 
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SEARCHER or user is seeking true information, it is unlikely they will lie or deceive in 
supplying data to the database, as their mind-set, or "mode" will be truthful and to think 
to supply deceptive data while searching what they anticipate is true data, is unlikely. 

The additional option of still images and video (FIG. 7 and 8) may be provided by 
members as further personal "data" compiled within the database is important. In being 
able to review still or motion visual content, or photos, or selected real people who have 
provided these images to the venue or site (perhaps in exchange for selected rewards, ) 
the shopper/user can identify further those people of interest and those other consumers 
who's choices are of interest and relevance to the shopper/user in determining their own 
choices. In being able to reference as broad or as narrow a category of people to review, 
(those "most similar to the search parameters" for instance,) very disqreet and 
emotionally based choices can be made by way of the options of the present invention, 
tapping in to variables more closely associated with self esteem, role model emulation 
and personal aspects of featured people. Searches may include several "rounds" or 
refinements, wherein a final stage of selection by a user in creating their micro- 
demographic of interest may include reviewing available photos, or responses in 
manually input fields, for more specific member selection (FIGS. 12 and 16). The option 
of excluding members (FIG. 8) who do not have photos available is selectively an option, 
to maintain interest for more visual searchers/users. 

On selecting a single member to review, including long- form feedback available 
(FIG. 14), a search might be broadened from "self esteem" issues for example, to "car 
preferences," wherein the searcher can broaden the scope of the search at that point to 
sample his entire group (or originally designated trait-based micro-demographic), to 
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review their overall preferences on the new topic by percentage (FIG. 16). This option 
demonstrates the selectable versatility of searches of databases of the present invention, 
as the choice to reference "car preferences" was prompted by the profile/feedback screen 
of a single member, who was referenced by the searcher/user based on an entirely 
5 separate area, or motivation, of interest/curiosity. 

Options in reviewing response data, specific to products and services for instance, 
may include a correlation of both product "types" and brands and/or styles within the 
selected micro-demographic identified by a user. For instance, within the trait data a user 
has input, 50 members constitute the top 1% of members most closely related to the 

O 

y 10 user's selections. The user is interested in seeing what cars his selected micro- 

m 

1: 3 demographic prefers (FIG. 1 5 .) 

m 

V\ The database is referenced by the site in response to the user's search, and the 

w search result provided to the user confirms that 10 of the 50 members in the 1% 

l7l correlation group prefer SPORT UTILITY VEHICLES; on requesting brand preference, 

sr 2 15 the user is supplied with the information that 5 of those 10, or half, prefer the FORD 
ji* EXPLORER, 2 of those 5 own a FORD EXLORER, and 4 of the 10 prefer the color 

BLACK in a SPORT UTILITY VEHICLE. In another search, a user may determine that 
he wants to use the top 100 members closest to his search parameters: of these members, 
the user is curious what watches the group owns; the site search of the database 
20 determines that the user-selected micro-demographic includes 92 members that own 

watches, of them the top brand is ROLEX, of which 24% of the demographic owns, 35% 
of that 24% (who own Rolex's) own a PRESIDENTIAL model in Gold. In a more 
general search regarding watches, the user also learns that his uniquely created 
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demographic prefers SPORT watches (52%) over any other category "type" of watch. 
"Long form data" review of a selected member (due to interest in her photo,) within the 
trait-group reveals to the searcher that this member of special interest to him/her is feels 
that "people with gold watches are often unfaithful to their spouses. " 

Such multi-leveled searches may be configured according to percentage of 
respondents meeting a selected degree of correlation with a user's input search data, 
(FIG. 17,) or a selected number of members coming closest to matching said user's data, 
or "bin" of members built by a user from his own personal criteria (unrelated to database 
means for correlation.) The means and options for correlation and member micro- 
demographic selection by a site referencing the database, or by a user, is virtually infinite, 
much the way the entire database of the internet may be referenced and cross-referenced 
in a multitude of ways, by way of search engines that approach the task in a variety of 
different ways. 

The consumer preference data collected by this site would be of considerable 
value to many, as the discreet categories of traits and personal profile aspects could be as 
narrow as desired by those operating site(s) and venues utilizing the options provided by 
this invention. Far more detailed than just age and "who bought what where" data, the 
present invention takes demographic data to an entirely new level. Specific, relevant 
questions may selectively be "purchased" by firms needing feedback from the unique 
preference and/or trait-based demographics provided by databases of the present 
invention. 

The present invention could further involve data to be provided based on sub 
"categories" determined directly by users/shoppers, by way of a key-in means, allowing 
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for unlimited options to be relayed from users, for selected processing and categorizing 
based on correlation between data related to trait and human aspect categories offered 
directly by users, not having been yet made available as a "pull down" or on-screen icon 
option. A demographic might even be identified by user's by requesting members who 
5 identified a new sub-category manually, that had not been presented within supplied (pull 
down menu) options, for instance (FIG. 6). 

Further, the present invention could provide options including selected processing 
of the data from users/shoppers, including the option of people (specifically provided to 
review the database,) reviewing and categorizing data from respondents according to 

P 

y 10 parameters relevant to the site needs, or venue needs, to define selected data-groupings of 

18 

Q member feedback. In other words, human involvement in reviewing more complex data 

. ^ y 

f\ from members might provide additional sectors of information within the database that 

- w might not have been categorized or included as they may have required human 

in? 

I j interpretation to be placed subjectively in to a searchable bin, or data category. 

; 1 5 A virtually infinite number of "micro-demographics" can be created and made 

U available for users to reference, with selected "narrowness of focus" in pin pointing 

groups and types of people; it is possible that no two users may ever identify the same 
demographic in a search. 

One very important aspect of the present invention is that application options 
20 based on this invention might allow for direct shopping, or items actually purchased by 
way of site(s) featuring options created by this invention, or such site(s) might refer 
users/shoppers to other sites via links, once preferences have been identified that have a 
corresponding site for more information and in some cases sites for transacting purchases 
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of items displayed in accordance with searches by trait conducted by way of the method 
and system of the present invention. Links back to a site such as one(s) created based on 
the present art, could be made from vendors including in links from such site(s) based on 
this art, increasing the user base and providing a research and information service to 
consumers made available by the links from other sites. Listing brands as options and 
suggestions in both searcher and member pull-down screen options, (FIG. 15) is saleable 
to advertisers and brands to be "out of site" is "out of mind" so the desire to be included 
in the database results could be very strong for advertisers; links to their sites or 
purchasing means is secondarily a potentially saleable option as well (FIGURES 7, 10 
and 15.) In identifying special and perhaps unusual personal areas of interest, uniquely 
targeted and formatted advertising opportunities may be created. 

The present invention may provide a selectively "pure" database that in no way is 
biased toward any selected options or brands, or the database may allow for all possible 
selections, but provide greater visibility and promotion of selected brands within user 
selected categories. Naturally, should the scenario be the latter, keyed-in options that 
may not be a brand that is specially featured, may provide search options listing brands or 
options that were not within site-supplied names; in this scenario, such a brand or name 
could be listed in the results, showing the degree of correlation; though, the inclusion of a 
link to that brand or supplier's own site, or the provision of direct shopping means of 
their items, or inclusion within pull down menus (due to a brand or name's popularity 
with members,) is at the option of the database owner (FIG. 15.) Having said that, the 
option of selling products and services, or providing other referral and information 
services directly to users and members is possible, is an aspect of the present invention, 



{00499513.1} 



25 



and is also an option of the database owner, or owner of the site/searching means of a 
database based on the present invention. 

The options of the present invention could be featured as the primary and 
independent searching means in selected site(s) involving the methods or system herein, 
though they could also be incorporated as aspects of a conventional, existing or familiar 
e-commerce site, providing additional referencing latitude to the shopping and/or 
utilization of said site(s.) Thus, shopping could be done by product in the familiar ways, 
such as by product category, and by way of the special trait and human profiling and 
characteristics the user selected/created micro-demographic referencing method of the 
present invention provides. 

The application of sites that access a database based on the present invention also 
includes a myriad of options. For instance, a publishing company that owns several 
magazine titles, may have such a site. In this scenario, promotions within their 
magazines might draw consumers to the site, to become members and to provide core 
data to the database; those new members might receive selectively large incentives, 
whether gifts or winning potential, based on the amount of data input, meaning that 
selectively a member who supplies a photo or video of himself would qualify for more 
reward. Such a publisher might provide SELECTED brands or clients within pull down 
screen (site presented) options to users, as the owner of the site would have control over 
the categories of trait and preference data members and users receive as prompts from the 
site. 

Further, the brands listed within commercially based options and pull-down 
menus, might include brands that are paying to be listed, or brands that are qualifying to 
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be listed as determined by the publisher. Meaning, the value of controlling such a 
database for a firm such as a publishing company, includes the ability to provide 
incentives to advertisers (or selected companies,) to be included in lists that would make 
their brand, product or service a visible option to members and users, increasing the 
likelihood of their brand and product being listed and referenced in searches by users. 

Further, selected brands meeting criteria determined by the publisher in this case, 
(or owner of the database in a broader sense,) may have their brand or name listed in bold 
and featuring a direct LINK to their own site, meaning that the site based on the present 
invention could potentially draw clients and buyers directly to selected brands' 
information and/or e-commerce sites, at the user's option. Further, members and/or users 
who input selections specific to brands meeting criteria of the database owner, may be 
prompted to allow for materials or other solicitations to be sent to them by selected 
brands, or product/service providers. Whether cooped with a publisher, a separate 
conventional search engine, or other property including e-commerce sites, configurations 
of the present invention for Internet application are many. 

Enormously valuable ADVERTISING means are created that transcend existing 
Internet advertising options, as the present invention targets the messages with not only 
demographic specificity , but content and topic relevance to each individual user, or 
searcher. The option of search-relevant FACTOIDS which includes advertising as an 
aspect of a statistic from the database relevant to the searcher, relevance being a option 
determined by the database configuration, could provide new interest around advertising 
messages- each message seemingly personally created and recalled for each 
searcher/user. These advertising options and values are demonstrated in an example 
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SEARCH in the SCREEN diagrams enclosed. Beyond the ability to target searchers, the 
ability to connect with members by posting and email means, are powerful: 

This area of SERVICE to users and advertisers involves uniquely targeted 
EMAIL (FIG. 9, 1 1 and 13,) messages usable by users or searchers and selectively by 
5 advertisers. The option of uniquely assembled, individual user-relevant posting boards 
(FIG. 9.) As each searcher/user identifies traits and preferences of relevance to their 
search, a constantly refined group of "most relevant" members to that search is 
assembled, and revised. With the option of "group e-mail" and group posting boards, 
messages may be sent by searchers/users selectively to members relevant to a particular 

O 

10 phase of their search, to gain the most useful or relevant feedback from the membership. 

1§ 

p For example, a searcher may want to pose a question to the top ten relevant members 

yj 

in who are within their trait-based demographic group, who are diabetic, or who feel 

id 

FRANK SINATRA was the best male singer ever. 

El 

I % Message postings could appear in unique combinations, by topic or member 

I* 15 relevance, as a searcher/user accesses boards. Should a searcher find a preference based 
i>£ topic to be the priority, the potential of posting or reviewing boards related to the topic 

from the entire database membership is an example of versatility in searching the 
preferred configuration of sites based on the present invention should embody. Naturally 
handpicked members could be sent messages selectively, as a function of a closed e-mail 
20 system within a service site involving the database of the present invention. Advertisers 
included based on their demographic desires and selectively by their relevance to a given 
search, may email and post to their "dream demographics," and likely have their 
advertising received by the audience with interest and willingness to read and "link." 
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This, because the interest level and relevance to that member was predetermined to be 
above a selected level, or threshold, by parameters selectively determined as the construct 
of the database's categorization. 

Further disclosure is included in the following presentation style "snapshot" of the 
invention as used in a configuration, called "SHOP BY PROFILE", including a series of 
screen examples that demonstrate some of the options a SEARCHER might encounter 
while searching for preference information about a selected "type" of people who he/she 
has defined by selected trait variables, input by the SEARCHER. The SCREEN 
diagrams, which demonstrate and application of the present invention, are described in 
the following, in a scenario that encounters and details many of the options for 
configuration based on the system and method of the present invention, including the 
versatility and value of the searchable database options, and the advertising and revenue 
potential of an Internet site configured from aspects of the present invention. 

The nature of the present invention is such that one skilled in the art of writing 
computer executable code (software), will be able to implement the described functions 
using one or a combination of popular computer programming languages such as "C++", 
Visual Basic, Java or HTML and/or web application development environments. As 
discussed above, one of the functions performed by the system is operation as a web site. 

A web site typically communicates with web browsers using the hypertext 
transfer protocol (HTTP) to send and receive data including hypertext mark-up language 
(HTML) web page data and executable JAVA Applets. Of course, any known data 
transfer protocol and web site configuration/definition language can be used to 
implement the present system as shown in the accompanying figures. 
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Although the present invention is described by way of example herein in terms of 
a web based system using web browsers and a site processors, the system is not limited to 
that particular configuration. It is contemplated that the system can be arranged such that 
user terminals can communicate with, and display data received from the system using 
any known communication and display method, for example, using a non-Internet 
browser WINDOWS viewer coupled with local area network protocol such as 
Internetwork Packet Exchange (IPX). 

As shown in FIG. 18, the system in accordance with the present invention 
includes one or more site processors 110, one or more user terminals 120 and one or 
more supplier processors 130 coupled together through communication network 145. 

Although shown as a single communication network, communication network 
145 can be comprised of multiple interconnected networks, for example the Internet. As 
such, communication network 145 can be any communication network, but is typically 
the Internet or some other global computer network. Communications between the 
elements of the present system can be implemented using any known arrangements for 
accessing the communication network 145, such as dial-up serial line interface 
protocol/point-to-point protocol (SLIP/PPP), Integrated Services Digital Network 
(ISDN), dedicated leased-line services, broadband (cable) access, frame relay, Digital 
Subscriber Line (DSL), asynchronous transfer mode (ATM) or other access techniques. 

The user terminals 120 have the ability to send and receive data across 
communication network 145, and the ability to display the received data on a display 
device using appropriate communication software such as an Internet web browser. By 
way of example, terminal 120 may be a personal computer such as an INTEL 
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PENTIUM-based computer or an APPLE MACINTOSH computer, but is not limited to 
such. Other such terminals which can communicate using a global computer network 
such as palm top computers, personal digital assistants (PDAs) and mass-marketed 
Internet access devices, i.e., WEB TV, can be used. 

Accordingly the user terminals 120 provide access to the site processor 1 10 for 
the purpose of accessing the electronic architecture (database and database management 
system) of the present invention. The system software which controls the above- 
described functions relies primarily on the one or more site processors 1 10. Site 
processors 110 typically communicate with network 145 across a permanent i.e., 
unswitched, communication link. Permanent connectivity ensures that access to server 
110 is always available to terminals 120. 

Site processors 1 10 can be any appropriately sized computing platform, the 
storage, processing and other functional capacities of which are determined based on 
expected user activity and data storage requirements. For example, site processors 1 10 
can be server-type personal computers, mini-computers such as UNIX-based servers, and 
even mainframe computers. 

Supply processors 130 are preferably owned and maintained by the entities of 
supplying goods and services for marketing. Supply processors 130 are preferably used 
for receiving demographics, marketing and sales data from site processors 1 10 and for 
providing corporate, product and service and other relevant information to site processors 
110, terminals 120 and LIVE SHOW processors 140. Further, orders for goods and 
services placed by users via user/player terminal 120 can be accepted directly from user 
terminals 120 or via site processors 110. 
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As shown in FIG. 1 9, the functional elements of each site processor 1 1 0 
preferably include a central processing unit (CPU) 150 used to execute software code in 
order to control the operation of the server, read only memory (ROM) 160, random 
access memory (RAM) 170, at least one network interface 180 to transmit and receive 
5 data to and from other computer devices across communication network 145, storage 
devices 190 such as a hard disk drive, floppy disk drive, tape drive, CD-ROM, DVD- 
ROM and the like for storing program code, databases and application data, and one or 
more input devices 100, such as a keyboard and mouse. 

The various components of site processor 1 1 0 need not be physically contained 

10 within the same chassis or even be located in a single location. For example, the database 
on storage device 190 may be located at a site which is remote from the remaining 
elements of site processor 110, and may even be connected to CPU 150 across 
communication network 145 via network interface 180. 

Terminals 120 and supply processors 130 are preferably comprised of the same or 

15 subset of the functional components described with respect to the site processors 1 10. Of 
course, the functional components of these devices are sized to accommodate capacities 
appropriate for their usage. For example, terminals 120 may include more sophisticated 
displays and display driving hardware than the other elements, but may contain a smaller 
storage device, and less powerful CPU 150 than the other components. Also, supplier 

20 processor 130 may contain a more powerful CPU 150 than site processor 110, especially 
in the case where supplier processor 130 is implemented by a large corporation with a 
sophisticated Internet presence. 
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Although the present invention has been described in relation to particular 
embodiments thereof, many other variations and modifications and other uses will 
become apparent to those skilled in the art. It is preferred, therefore, that the present 
invention be limited not by the specific disclosure herein, but only by the appended 
claims. 
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